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INTRODUCTORY THOUGHTS AND BACKGROUND

Since March 2020, nothing in sales has been the same. Sales has undergone
major changes and evolved rapidly. Before the pandemic, online visits were almost
unthinkable, but now they have become the norm for salespeople and customers
In Many areas.

This study takes a comparative look at the experiences of companies from
selected European countries in order to identify and evaluate the changesin
detail, comparing the years 20192 and 2020. Innovative, hybrid sales models
(combination of on-site and online visits) have been evaluated by experienced
executives, identifying possibilities for the sales organizations of the future.

We hope this report inspires you to think in new ways and that you’ll discover
methods to apply these findings in your own sales activities.
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MANAGEMENT SUMMARY

OBJECTIVE

The aim is to use the results of this study to support salesin their
reorientation and to identify and evaluate the effect and possible
applications of hybrid sales approaches as a combination of on-site
and online visits.

STUDY

The quantitative questionnaire study, which was conductedin 2021 by
Mercuri International, is aimed at managers in medium-sized and large
companies. With the help of a cross-sectional design, the survey aims
to capture the broadest possible range of perspectives and to issues
specificto individual industries. The results are based on 165 companies
from Benelux, Finland, France, Italy, Sweden, UK. In addition, we
integrated some specific findings from a separate German Hybrid
Selling Study, delivered in May 2021 with 788 companies (MIGER &
Ruhr-Universitat Bochum, which was used as a platform for the
international survey).
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IMPORTANT RESULTS

Developments/learnings of the companies:

* Over 77% of companies were affected by the COVID shutdown in
2020. Nevertheless, most of the companies were able to achieve their
sales targets.

+ Customers were significantly more likely to be reached virtually via
online visits (e.g. MS Teams, Zoom, Skype) during the shutdown.

* Inaddition, the duration of online compared to on-site visits was
shorter.

* More online visits were conducted after the COVID shutdown,
especially in existing customer care.

* A hybrid model enables significant productivity gains - however,
changing sales tasks also lead to new demands on sales managers
and salespeople.

Future sales setup and hybrid selling:

The results of the study imply that on-site visits will be reduced in the
future and online customer visits will be increasingly used. The capacities
freed up by the time savings can be used, for example, for more intensive
market cultivation. In addition, the office staff can be actively involved in
customer care through online visits and even smaller customers could be
actively and personally better and more frequently cared for in the future.
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MANAGEMENT SUMMARY

GUARD RAILS FOR THE SALES SETUP OF THE FUTURE

Theresults of the study indicate that on-site visits will decline in the future, with online customer visits becoming increasingly common. The extra time
freed up might more productively be used for areas such as intensive market cultivation. In addition, office staff can become actively involved in support
through online visits, in order to better support small customers more frequently, actively, and personally. As a result, sales - always an expensive resource,
can be used much more productively.

Company management has long questioned the purpose of the numerous on-site visits to customers, but now there are concrete, feasible solutions.

* The future of sales is hybrid, given that the potential capacity of online sales visits is 4 times greater - it's therefore unlikely that we'll return to a
traditional sales model.

*  On-site visits will still continue to be necessary, particularly when it comes to strengthening customer relationships and acquiring new customers.

*  The number of total visits will be decisive in the future. Every online visit saves time, creating more time for on-site visits. Thisincreases the support
capacity in the field sales force, which in turn can be used for more intensive market cultivation.

* Online visits will also help internal sales to deal with customers more effectively and achieve better results. Smaller customers, who have previously
been comparatively neglected, can therefore receive more active attention.

* The use of social media will become even more important in the future, especially for the acquisition of new customers.

*  The competencies of sales staff, office staff, and managers are changing significantly and must be developed and increased consistently and
sustainably.

* The use of online customer visits, in addition to increasing sales capacity, helps reduce the carbon footprint of sales.
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MANAGEMENT SUMMARY

WHAT'S NEXT FOR YOU?

If you want to realign your sales and seize the opportunities of hybrid selling, you should seriously consider the following recommendations:

Analyze which customer groups and contacts are also willing to engage in online visits and where on-site contacts can be reduced. Differentiate between
new and existing contacts and the individual phases of the sales process. Define the smaller customers that can be serviced by selected office staff.

Design of the Sales Setup: Develop future sales processes based on the buying journey of each customer, considering the Hybrid Selling approach and
the new inside sales options. In many cases it will turn out that it's not just the "field sales force" that is decisive for the customer's buying decision, but also
other players and sales channels. The orchestration of other channels or touchpoints upon which the customer draws in their buying journey will
increasingly become key to leading the customer to purchase. All this requires you to modernize your own organization. With market development teams,
you should move away from departmental silos and towards synchronized market development. Synchronization will be the new selling!

Implementation: The key to success with these changes are the managers; they have always been the decisive impulse generators for theiremployees. In
addition to their usual challenges, these managers will also face new ones, such as increasingly leading "remotely”. Hybrid Selling requires them to lead by
example and with detailed knowledge if online offers are to be effectively employed by their teams. Define time slots for managers to invest in leading their

employees. Support employees who will be selling in a hybrid fashion in the future with targeted training. The companies surveyed in the study see a great
need in this particular area.
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NINE THESES ON THE B2B-SALES SETUP OF THE FUTURE

@ e future of B2B sales is hybrid.

2 On-site visits will be necessary in the future, especially to consolidate customer relationships when acquiring new customers.

3 |nthe future, the number of contacts with the customer will be more decisive than the number of on-site visits.

The use of social networks (including LinkedIn, Xing) will play an even greater role in the future of client interaction, especially
in the acquisition of new customers.

5 Salesperson competencies must be adapted to new requirements through online visits and must be further developed and
trained in a targeted manner.

6  Online customer visits increase the support capacity of the field sales force, which can be used to intensify market cultivation.
7 Online visits will also help internal sales to support more effective handling of customers, taking it to a new level.
8 The use of online customer visits, in addition to increasing sales capacity, helps reduce the carbon footprint of sales.

? Thechangesin the sales task imply far-reaching consequences and new requirements for sales management.
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PERSONAL AND COMPANY INFORMATION

Please select your country:

100%
90%
80% +788 in Ger
70%
60%
50%
40%
30%
20%

10%

0%
Benelux (n = 26) Finland (n = 25) France (n = 84) Italy (n =9) Sweden (n =62) UK (n=15) Other: (n=12)

W Benelux (n=26) MFinland (n=25) M France (n=84) ltaly(n=9) M Sweden(n=62) MWMUK(n=15) M Other:(n=12)
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REVIEW OF 2019 SALES AHEAD OF THE CORONA PANDEMIC
(Jan-Dec 2019)

How many on-site customer visits did your salespeople make per week in 2019?

100%
90%
80%
70%
60%
50%
40%
30%
20%

1 - 2 visits (or less) 3 -5 visits 6 - 10 visits 11— 15 visits 16 - 20 visits More than 20 visits

W1 -2 visits (orless) MW3-5 visits M6-10 visits 11-15visits M 16-20visits B More than 20 visits

Copyright © Mercuri International

11



MERCURI

REVIEW OF 2019 SALES AHEAD OF THE CORONA PANDEMIC
(Jan-Dec 2019)

What was the average duration of an on-site customer visit in 2019?

100%
90%
80%
70%
60%
50%
40%
30%
20%

10%

0%4_ I @

Up to 30 minutes 31-60 minutes 61-90 minutes 91-120 minutes More than 120 minutes

B Up to 30 minutes H 31-60 minutes B 61-90 minutes 91-120 minutes B More than 120 minutes
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REVIEW OF 2019 SALES AHEAD OF THE CORONA PANDEMIC
(Jan-Dec 2019)

How many hours did a sales employee work per week? (incl. travel time)

100%
90%

80%

70%

70%

60%

50%

40%

29%

30%

20%

10%

1%

0%
<40 hours 40-60 hours > 60 hours

H <40 hours m40-60 hours m>60 hours
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REVIEW OF 2019 SALES AHEAD OF THE CORONA PANDEMIC
(Jan-Dec 2019)

Review 2019: which digital channels have already been regularly used by the field sales force in 2019 in
interactions with customers? (multiple selection possible)

100%

90%

80%

70%

60%

50%

40%

30%

20%

10%

0%

63%
37%
34%
)
19% 17%
. . .
Online visits (e.g. MS Teams, Zoom, Video-Calls with a Smartphone (e.g. Online demos (e.g. Product LinkedIn None Other
Skype, ...) WhatsApp) presentations)

Copyright © Mercuri International
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SITUATION IN SALES DURING THE CORONA PANDEMIC
SHUTDOWN

SHUTDOWN DUE TO COVID 2020: Was there a relevant shutdown to your company in 2020, i.e., a time

when on-site visits to customers could not be conducted?
100%

90%
80% 76%
70%
60%
50%
40%

30%

24%

20%

10%

0%

Yes No
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SITUATION IN SALES DURING THE CORONA PANDEMIC
SHUTDOWN

If you answered yes previously, which months were primarily affected? (multiple selection possible)

100% 96%
90% 86%
80%
70% 69%
’ 64%
60%
49%
% 47%
50% 46% 45% 43% ? 45%
40%
30%
20% 16%
10%
0%
Jan Feb Mar Apr May Jun Jul Aug Sep Oct Nov Dec
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SITUATION IN SALES DURING THE CORONA PANDEMIC
SHUTDOWN

COMMUNICATION CHANNELS DURING THE SHUTDOWN: Which of the following channels were used by
the sales force to communicate with the customer during the shutdown? (multiple selection possible)

100%

90%

80%

70%

60%

50%

40%

30%

20%

10%

0%

7% 94%

(0]
43% 41%
30%
Phone calls (e.g. cell phone) Online visits (e.g. MS Teams, Video call Smartphone (e.g. LinkedIn Online demos (e.g. product Other

Zoom, Skype, ...) WhatsApp)

presentations)
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SITUATION IN SALES DURING THE CORONA PANDEMIC
SHUTDOWN

ACTUAL ONLINE VISITS: During the shutdown, what was the actual number of online customer visits (e.g.

Zoom, MS teams, Skype) per salesperson per week?
100%

90%
80%

70%

61%

60%

50%

40%

30% 24%

20%

% 7%
10% ° 4% \
2% 1% 0% 1%
0% I
up to 5 visits 6 - 10 visits 11 - 15 visits 16 - 20 visits 21 - 25 visits 26 - 30 visits 31 - 35 visits 36 or more visits

Copyright © Mercuri International
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SITUATION IN SALES DURING THE CORONA PANDEMIC
SHUTDOWN

How much time on average does an online customer visit take?

100%
90%
80%
70%
60%
50%

40%

34%
30% 29%
24%
20%
11%
10%
0% I
15 minutes 30 minutes 45 minutes 60 minutes 75 minutes 90 minutes or more
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SITUATION IN SALES DURING THE CORONA PANDEMIC

SHUTDOWN

EXPERIENCES WITH ONLINE CUSTOMER VISITS: What acceptance have online visits found among
customers (in general)?

100%

90%

80%

70%

60%

50%

40%

30%

20%

10%

0%

1%

Online Customer visits are
predominantly accepted

0,
12%
1:1
H None H Low B Medium High H Full
acceptance at all acceptance acceptance acceptance acceptance

Copyright © Mercuri International
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SITUATION IN SALES DURING THE CORONA PANDEMIC

SHUTDOWN

What acceptance have online customer visits found among the following groups of people (by customer type)?

100%

90%

80%

70%

60%

50%

41%

40%

30% 26%

20%

10%

0%

Global Accounts

44%

28%

19%

1%

Acceptance is higher the
bigger the customers are

39%

36%
29% 30% gy

9%

9%

1%

A-customers / Key Accounts

B None H Low B Medium
acceptance at all acceptance

acceptance

B- customers C- customers

High | Full
acceptance acceptance

Copyright © Mercuri International
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SITUATION IN SALES DURING THE CORONA PANDEMIC
SHUTDOWN

What acceptance have online customer visits found among the following groups of people
(by employee function)?

100%

90%

80%

70%

60%

50%

40%

30%

20%

10%

0%

Field sales has struggled more
with online compared to

indoor sales
0,
41% 39%
36%
28%
9%
1%
Sales representative field service Indoor sales representative
H None N Low B Medium High H Full
acceptance at all acceptance acceptance acceptance acceptance
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SITUATION IN SALES DURING THE CORONA PANDEMIC
SHUTDOWN

EXPERIENCES WITH ONLINE VS. ON-SITE VISITS FOR DIFFERENT OCCASIONS WITH NEW
CUSTOMERS: For which of the following visit types do you think effective customer care can succeed through
an online visit - and for which is an on-site visit mandatory?

100%

90%

80%

70%

60%

50%

40%

30%

20%

10%

0%

75%

73%

50% 50%

First contact Consultation initial purchase Consolidation relationship/ Follow up Negotiation date Processing and problem solving/
(without contract conclusion) (without contract conclusion) (without contract conclusion) (with contract conclusion) coordination

B Online visit possible B On-site visit required
Copyright © Mercuri International 23



MERCURI

SITUATION IN SALES DURING THE CORONA PANDEMIC
SHUTDOWN

EXPERIENCES WITH ONLINE VS. ON-SITE VISITS FOR DIFFERENT OCCASIONS WITH EXISTING
CUSTOMERS: For which of the following visit types do you think effective customer care can succeed through
an online visit - and for which is an on-site visit mandatory?

100% 94%

90%
80%
70%
60%
50%
40%
30%
20%

10%

0%

Consulting new product/ first purchase Repurchase/ Order Relationship management Negotiation date Processing and problem solving/
(identical/ modified product) (with contract conclusion) coordination

B Online visit possible  ® On-site visit required
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SITUATION IN SALES DURING THE CORONA PANDEMIC
SHUTDOWN

CURRENT CHALLENGES WITH ONLINE VISITS (E.G. ZOOM, MS TEAMS, SKYPE): Please rate the extent to
which each of the following is a challenge for you in the context of online visits.

100%
90%
80%
70%

60% 54% 53%

49% 49% i >1%
0 (]
50%
40%
30%
20%
10%
0%
Attitude of the sales field Competence of field sales  Acceptance of online visits by Technical problems (stable Availability contact details for Need for appointment Customers' demands and  Restrictions in the perception
service employees in relation  staff in conducting online customers connection, compatibility, IT  reaching customers (e.g. e- arrangements expectations regarding the of non-verbal, emotional
to online visits visits systems, data protection...) mail addresses) ("prescheduling") for online  professionalism of online signals (e.g. facial
visits. visits (e.g. background, expressions, gestures, body
conversation management, posture)
etc.)
H No B Low M Large Very big W Extreme
challenge challenge challenge challenge challenge

Copyright © Mercuri International
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POST-SHUTDOWN SITUATION, THE USE OF HYBRID SELLING
AND THE FUTURE OF SALES

SUPPORT FOR GLOBAL ACCOUNTS: How will the intensity of care change in terms of online and on-site
visits over the next 5 years (through 2026)?

100%

90%

80%

70%

60%

50%

40%

30%

20%

10%

0%

5%

Hybrid Selling (combination of
online and on-site visits) will

increase
46%
42%
23%
14%
° 11%
Online visits (e.g. MS Teams, Zoom, Skype) On-site visits
B Much H Somewhat H No change Somewhat B Much
less less more more
(- 50%) (- 25%) (+25%) (+50%)
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POST-SHUTDOWN SITUATION, THE USE OF HYBRID SELLING
AND THE FUTURE OF SALES

SUPPORT FOR A-CUSTOMERS/KEY ACCOUNTS: How will the intensity of care change in terms of online
and on-site visits over the next 5 years (through 2026)?

100%

90%

80%

70%

60%

50%

40%

30%

20%

10%

0%

4%

48%

38%

17% 149% 17%
(o]

Online visits (e.g. MS Teams, Zoom, Skype) On-site visits

B Much B Somewhat ™ No change Somewhat B Much
less less more more
(- 50%) (- 25%) (+25%) (+50%)
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POST-SHUTDOWN SITUATION, THE USE OF HYBRID SELLING
AND THE FUTURE OF SALES

SUPPORT FOR B-CUSTOMERS: How will the intensity of care change in terms of online and on-site visits
over the next 5 years (through 2026)?

100%
90%
80%
70%

60%

S0% 49%
(o]
40% 36%
30%
0,
20% 14% 18% 16%
10%
2%
0%
Online visits (e.g. MS Teams, Zoom, Skype) On-site visits
B Much B Somewhat B No change Somewhat B Much
less less more more
(- 50%) (- 25%) (+25%) (+50%)
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POST-SHUTDOWN SITUATION, THE USE OF HYBRID SELLING
AND THE FUTURE OF SALES

100%
. Hybrid Selling (combination of
online and on-site visits) will
80% increase significantly
70%
60%
50%
40% 399%
(0]
30% 29% 29% 27% 26%
20% 14%
10% 5%
0%
Online visits (e.g. MS Teams, Zoom, Skype) On-site visits
B Much B Somewhat H No change Somewhat B Much
less less more more
(- 50%) (- 25%) (+ 25%) (+ 50%)
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POST-SHUTDOWN SITUATION, THE USE OF HYBRID SELLING

AND THE FUTURE OF SALES

"Sales has the remote selling skills needed to make the most of online visits for the sales
process."

"Sales now prepares differently for the rather shorter online visits."

"Platforms like LinkedIn and XING are being used more intensively by sales to find new
customers."

"In the future, the sales force will use LinkedIn and other platforms more extensively to interact
with customers.”

"Inside sales is overloaded with active customer service."

"Online visits give us the opportunity for active support of very small customers by the inside
sales team."

"We also want our inside sales force to conduct online visits in the fu-ture."

"Salespeople in the future will need to understand the customer's pref-erence for online and
on-site visits very early in the process."
"For new customers, online visits help for initial acquaintance, but to solidify the relationship, a
face-to-face meeting is needed."

"For new customers, 'basic contact' must first be made via a face-to-face on-site meeting
before moving on to online visits."

"We want to use freed-up capacity in the field sales force for more in-tensive market
development.”

"We plan to use freed-up capacity in the field to reduce field staffing levels."

"Online visits free up additional capacity in the field sales force."

"Instead of the 'number of on-site visits', the 'number of total contacts' with the customer will
be decisive in the future."

0%

10%

20%

30%

40%

50%

60%

70%

mYES
NO

80% 90% 100%
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POST-SHUTDOWN SITUATION, THE USE OF HYBRID SELLING
AND THE FUTURE OF SALES

WHAT ARE THE CONSEQUENCES OF HYBRID SELLING FOR SALES MANAGEMENT?
Please formulate one sentence about what experiences, examples of success or failure you have had in the area of
sales management in the context of hybrid selling in your own company:

“Finding a balance between online vs face-to-face, so that customers do NOT end up giving feed-back that we are less “present”
than pre-COVID-19”

“Less time spent on travelling”

“It’s much more time-efficient and many of our larger accounts find it a great solution as saving time is always a big thing regardless
of business. Time is money. However, the on-site visits are extremely important when it comes to relationship-building. Also
exchanging some of the usual phone calls with a Teams meeting or Zoom brings the customer closer and helps going over strategies
and plans where you can share your screen etc.”

“Personality is harder to bring to the table via online solutions. Meetings are more practical and shorter online. Meetings with
company management are now prioritized and the other staff are met less, which is a minus. Less costs for travelling and less idle
time between tasks!”

“There is a bigger risk of missing out on ad-hoc opportunities!”
“ltis hard to really know what the customer feels when you not in the room!”

“Still need on-site meetings to find new opportunities that you don't necessarily find in virtual meetings!”




POST-SHUTDOWN SITUATION, THE USE OF HYBRID SELLING
AND THE FUTURE OF SALES

WHAT ARE THE CONSEQUENCES OF HYBRID SELLING FOR SALES MANAGEMENT?
Please formulate one sentence about what experiences, examples of success or failure you have had in the area of
sales management in the context of hybrid selling in your own company:

“Reduced travel cost”
“Itis harder to motivate salespeople and advance the sales process when a lot of the meetings are online”

“Properly utilized, the combination of on-site and online visits works together. But on-site visits are required to create relationships
and explain / gain acceptance in more complex - larger business cases. To take several meetings at the same time onsite at the
customer and meet more groups of stakeholders at the same time - that works much better on-site and gives a better outcome”

“Faster and easier access to customers”

“Leading and managing people has become more and more important”

“Difficulty to network with online sales meetings which is normally done in on-site visits”

“Hybrid selling gives the possibility to focus more FTEs on customer care and retention, and less FTEs on new sales, which in the end
leads to same or actually better results”

Copyright © Mercuri International 32



POST-SHUTDOWN SITUATION, THE USE OF HYBRID SELLING
AND THE FUTURE OF SALES

WHAT ARE THE CONSEQUENCES OF HYBRID SELLING FOR SALES MANAGEMENT?
Please formulate one sentence about what experiences, examples of success or failure you have had in the area of
sales management in the context of hybrid selling in your own company:

“Even before Covid we had more online meetings than IRL meetings. We will adjust to every single market. For example, it will be
more IRL meetingsin Germany thanin the UK"

“Our customers expect and demand to see a product. Only in the depths of lockdown was it acceptable not to offer that”
“Some sales persons are reluctant to use new communication channels and continue travelling for personal reasons”
“We believed that most of the sales reps could handle the mix of online / face to face meeting by themselves”
“Better time management and less travelling! Digital sales saves time and increases efficiency for the company and our customers”

“Very different attitude depending on the seniority of the sales staff”

Copyright © Mercuri International 33
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POST-SHUTDOWN SITUATION, THE USE OF HYBRID SELLING
AND THE FUTURE OF SALES

WHAT ARE THE CONSEQUENCES OF HYBRID SELLING FOR SALES MANAGEMENT?
Please formulate one sentence about what experiences, examples of success or failure you have had in the area of
sales management in the context of hybrid selling in your own company:

“Live visits cannot be overrated - online activities are the top up not the base”
“Pure success and happier staff performing great results meanwhile getting better quality when off work”

“Sales were not used to doing online visits in the beginning, but learned by doing”

“We cannot move faster than our customer base and will need to be as agile as we are sensitive and treat various customers
differently - there is no "one size fits all" solution”

“Sales meetings via Teams work very well. It is quick and easy to just make a call via Teams and add video and have a virtual face-to-
face first meeting directly”
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FACT SHEET: DATA COLLECTION AND STRUCTURE OF THE

SAMPLE

JOINT RESEARCH PROJECT:

E.j Prof. Dr. Christian Schmitz
Ve Ruhr University Bochum

Dr. Matthias Huckemann
; Mercuri International

MERCURI

ll SALES
MANAGEMENT e
-l‘

Step 1: Qualitative preliminary study

Desk research and focus group with 8 executives from B2B sales, open discussion with

executives of the Federal Association of Sales Managers.

Step 2: Quantitative deepening
* Development of an online survey

* Survey period: March - April 2021

Sample: Industry:

N=777 B2B 35,7% Industrial goods manufacturers
companies 18,1% Service companies

based in the 11,0% Wholesale and retail trade

DACH region 10,8% IT and telecommunications
8,3% Pharmaceuticals, medical technology and healthcare
6,2% Consumer goods manufacturers
3,7% Banks, insurances and financial service providers
6,3% Others

Key Informants:

39.3% Sales/distribution manager

31.5% Managing Director/ Board of Directors
9.9% BU Head/ Division Head

5.3% Area Sales Manager

2.4% Head of Sales Excellence

1.6% Marketing Manager

10.1% Other

Copyright © Mercuri International
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OVER 89% OF COMPANIES WERE AFFECTED SALES-WISE
BY THE COVID SHUTDOWN IN 2020

"Shutdown over COVID 2020:

Was there a shutdown in 2020 that was relevant to your business, i.e. a time when no on-site visits could be
made to customers?”

No

(n=78)

Yes

(n=636)

Schmitz/Huckemann (2021), Hybrid Selling: More sales productivity through synchronized on-site and online visits, study
Ruhr-Universitat Bochum, n=777 B2B companies.

Copyright © Mercuri International
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DURING THE SHUTDOWN, THE USE OF DIGITAL CHANNELS,
ESPECIALLY ONLINE VISITS, INCREASED SIGNIFICANTLY

2019 Review:
"Which digital channels have already been regularly
used by the sales force in 2012 in their interactions
with customers?”

2019
(n=709)

Online visits (e.g. MS Teams, Zoom, Skype.... _ 32,2°/o m

Video call Smartphone (e.g. WhatsApp) _ 31,9%

LinkedIn - 27,9% m

Online demos (e.g. product presentations) - 26,2% m

Other F 13,3% 17%

0% 50% 100%

Communication channels during shutdown:
"Which of the following channels were used by the
sales force to communicate with the customer
aduring the shutdown?”

2020
(n=716)

— - 5

I o

I

I

Fl. 10,9%

0% 50% 100%

Schmitz/Huckemann (2021), Hybrid Selling: More sales productivity through synchronized on-site and online visits, study Ruhr-Universitat Bochum, n =777 B2B companies.

Copyright © Mercuri International
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THE HIGHEST ACCEPTANCE OF ONLINE CUSTOMER VISITS
ISFOUND AMONG GLOBAL ACCOUNTS AND A-
CUSTOMERS/KEY ACCOUNTS

"Experiences with online customer visits:

What has been the acceptance of online customer visits by the following customer groups?“
1 2 3 4 5

Customers (general)
(n=485)

Global accounts
(n=610)

A-Customers/ Key Accounts
(n=659)

B customers

(n=650)
C customers
(n=643)
Ll Ll Ll Ll
0% 25% 50% 75% 100%
no/low acceptance mmm medium acceptance mmm high/ full acceptance =0= Mean

Schmitz/Huckemann (2021), Hybrid Selling: More sales productivity through synchronized on-site and online visits, study
Ruhr-Universitat Bochum, n =777 B2B companies.
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MORE B2B ONLINE VISITS WILL BE POSSIBLE AFTER THE
SHUTDOWN, ESPECIALLY IN EXISTING CUSTOMER CARE

Online visit On-site visit
possible! required
55%
First contact initiation 46% ©)
Advice first purchase ©)
New I : : P
Consolidation Relationship / Follow-Up @)
customers -
Negotiation date &)
Processing and problem solving / coordination ©)
72%
Consulting new product / first purchase @
Repurchase / Order... @
Inventory , , —
Relationship maintenance @i
customers .
Negotiation date @
Processing and problem solving / coordination @)

TFor "Online visit possible" Categorization "Online visit possible" So st. "On-site visit required”

Schmitz/Huckemann (2021), Hybrid Selling: More sales productivity through synchronized on-site and online visits, study
Ruhr-Universitat Bochum, n =777 B2B companies.
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"X number of online visits possible per week relative to previous on-site visits.”

50%

40%

30%

20%

Percentage share

10%

0%

21%

x1

46%

8%

0%

x 2-3 x 4-5 x 6-7

N Sgles Lever == Mean value

1Sales leverage is company-specific (higher productivity from online to on-site visits)
SMD/BDVM : Flash survey "VKickin February - COVID-Set Up and Next new normal”, online event of the German Association of Sales Managers, 03.02.2021, n = 24.

4%

x 8-9

21%

x10

, 9bridAd| sajeg o
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POTENTIALHYBRID FUTURE MODEL ENABLES
PRODUCTIVITY GAINS FROM 53% MORE CUSTOMER VISITS

Before the shutdown: 100 site visits split up by...

Before shutdown Sales lever! Before shutdown
(100% on-site Visits) ("Hybrid", on-site and online. Visits)

First contact

Consultationinitial purchase

NeW 29,6 Consolidation Relationship /
On-sit Follow-Up
customers e

Negotiation date
(with conclusion of contract)

Processing and problem
solving/coordination

First contact

Consultationinitial purchase

70,4
Inventory = Consolidation Relationship /
On-site Follow-Up
customers Visits -
Negotiation date
(with conclusion of contract)
Processing and problem
solving/coordination
=100 +53% 47,2 + 105,6 (158,4)
On-site (+106%) On-site Online
' Example calculation with factor 2 and 3 Total = 153 (206) Total

Schmitz/Huckemann (2021), Hybrid Selling: More sales productivity through synchronized on-site and online visits, study
Ruhr-Universitat Bochum, n=777 B2B companies.
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THE BIGGEST CHALLENGE WITH ONLINE VISITS LIES IN THE
LIMITATIONS OF THE PERCEPTION OF NON-VERBAL
COMMUNICATION

"Current challenges with online visits (e.g., Zoom, Teams, Skype): please rate the extent to which the following
are challenges for you in the context of online visits”

No challenge Extreme challenge
1 5

Limitations in the perception of non-verbal emotional

Language (e.g. facial expressions, gestures, posture) (n=680) 19,60% 31,20% 49,20%
2,7
Technical problems (stable connection compatibility, IT systems,
aten ut ... (n=679) 47,00% 31,70% 21,40%
2,6
Competence of the sales field staff in the implementation
of online visits (n=677) 48,20% 34,40% 17,40%

Customers' demands and expectations regarding the professionalism of online visits (e.g.
background, conduct of conversations, etc.) (n=678)

31,30% 13,10%
27,50% 12,80%
29,10% 14,00%

23,50% 8,70%
Availability Contact details for reaching customers (e.g. email-

addresses) (n=681) 77,20% 16,20% 6,60%

0,00% 10,00% 20,00% 30,00% 40,00% 50,00% 60,00% 70,00% 80,00% 90,00% 100,00%

Acceptance of online visits by customers (n=679)

Attitude of the sales field staff with regard to online-
Visits (n=677)

N t endigkeit n erin erein arungen "Prescheduling” r die
Online visits (n=676)

® No challenge Major challenge  ®m Extreme challenge

Schmitz/Huckemann (2021), Hybrid Selling: More sales productivity through synchronized on-site and online visits, study Ruhr-Universitat Bochum, n =777 B2B companies.
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HYBRID SELLING INCREASES SALES CAPACITY AND AT THE
SAME TIME IMPROVES THE CARBON FOOTPRINT OF SALES

@ D D D D D
N7 N7 \YZ, N7 N7 ——
Savingsin car CO, ot 1 98,411 [ 196,81 29521t 3936t 4921t
emissions/year I I
Co, em|§S|on/year by ot I 1212 | +241 +3,61t +4,81 +61
home office
: | i
Total annual savings
nuaisaving I ~9721 I 19441 ~2916t 388,81 -4861t
CO,-emission/year Ot -20%3 -40% T59% Z79% -99%
Change I I
Saving CO, equivalent I -7,8TsdA I -15,6 Tsd. -23,3Tsd. -31,1Tsd. -38,9 Tsd.
beech trees/year 0
| |
| |
| TR e ——

L’; Reduction of CO,emission by 97,2 Tons with 20 % online Visits

7.800 beech trees (CO, equivalent) less necessary, to become climate neutral

Source: Schmitz/Ergun (2021), SMD calculation based on

T Audi (2021), 2 Statistisches Landesamt Baden-Wirttemberg (2021), 3 Calculation based on 100 field staff; change depending on baseline emissions of 492 t at 100% on-site visits, 4 CO,

Online (2021).
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CHANGES IN THE SALES TASKLEAD TO NEW DEMANDS ON

SALES MANAGERS

CHANGING THE ROLE OF A LEADER
"Current managers have to take on a very different role.
No longer the supervisor but the coach, the help, the
supporter. Through all technical possibilities CRM etc.

the employees [...] are always up to date [...]. Thatis in
the management and guidance of the employee must
be much more responsive to the concerns and needs.”

Anonymous

HYBRID SELLING AS A ROLE MODEL

"Sales management must also make intensive use of the .
new online offerings; only then will the sales team follow
the new paths. You have to live what you pray."

Marc Stiebing, Senior Vice President Mature Markets,

COACHING
"Due to the fact that the supervisor does not travel with

the field service, an important coaching and feedback
function is omitted, which in the future [...] must be
provided online.”

Bernd Janner, Sales Manager, Erwin Halder KG

ANSWERS OF THE
WILO Group RESPONDENTS

ACCOMPANYING THE CHANGE PROCESS
"Hybrid Selling requires the manager to lead by example
and with detailed knowledge, to take the team alongon

this journey, to convince them and not to lose sight of

the expectations of the individual customers.”

Anonymous

INTERNATIONALITY
“"Leading international teams becomes easier.”

Anonymous

MAINTAINING SOCIAL CULTURE
“Hybrid selling from the home office makes it more
difficult and costly for managers to maintain employee
motivation and the corporate culture. For this, it is
elementary to dose the personal contact with the team
well.”

Achim Theis, CCO, ecotel communication ag

Schmitz/Huckemann (2021), Hybrid Selling: More sales productivity through synchronized on-site and online visits, study Ruhr-Universitat Bochum, n =777 B2B companies.
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PERSONAL AND COMPANY INFORMATION

In which position do you work in your company?

100%
90%
80%
70%
60%

50%

40%

40%

30% 25%

20%

12%

10%

2%

0%
Managing Director/ Board of ~ Sales/ Distribution Manager Area Sales Manager
Directors

Marketing Manager

15%
5%
Sales Excellence Manager Other

Copyright © Mercuri International
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How many years of professional experience do you have?

100%
90%
80%
70% 66%
60%
50%
40%

30%

20% 15%
12% °

(3]
0% _

0-5 years 5-10 years 10-15 years 15-20 years More than 20 years
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In which industry do you most likely classify your company?

100%

90%

80%

70%

60%

50%

40%

30%

20%

10%

0%

25%

4%

Industrial goods manufacturer Banks, insurance companies,
and financial service providers

6%

21%

9%

Consumer goods
manufacturers

Service company

Pharmaceuticals, medical
technology and healthcare

15%

IT and telecommunications

MERCURI

international

11% 9%

Wholesale and retail Other
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What is the business focus of your company?

100%

90%

81%

80%

70%

60%

50%

40%

30%

20%

14%
0% ]
B2B B2C BOTH
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How many people are employed in your company (division)?

100%

90%

80%

70%

60%

50%

40%

30%

20%

10%

0%

33%

28%

0-49 employees

14%

50 - 249 employees

7%

11%

250 - 499 employees

500 - 999 employees

MERCURI

7%

.

1000 - 4999 employees

more than 5000 employees

Copyright © Mercuri International

51



PERSONAL AND COMPANY INFORMATION

How many internal sales work (employees) in your company (division) in total?
100%
90%

80%

72%

70%

60%

50%

40%

30%

20%

12%

10% 5%

2%

0%

MERCURI

9%

.

0-25 25-50 50-75 75-100

>100
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How many field sales force (employees) work in your company (division) in total

100%
90%
80%

70%

61%

60%

50%

40%

30%

MERCURI

20% 16% 14%
0% ]
0-25 25-50 50-75 75-100 >100
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What is the annual turnover in your company (division)?

100%
90%
80%
70%
60%
50%

40%

28%

30%

20% 17%

14%

11%

10%

0 8% 8%
10% 4%

0%

0 - 4 million € 5 -9 million € 10 - 49 million € 50 - 99 million € 100 - 249 million € 250 - 499 million € 500 - 999 million € 1.0 billion € or more
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Have you achieved your sales goals in 2020?

100%

90%

80%

70%

60%

50%

40%

30%

20%

10%

8%

33%

Strongly missed (less than 80%)

19%

31%

MERCURI

international

8%

.

Slightly missed (80-100%)

Fully achieved (100%)

Slightly exceeded (100-120%)

Strongly exceeded (more than 120%)
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Today: how do you rate your company compared to its main competitor?

100%

90%

80%

70%

60%

50%

40%

30%

20%

10%

0%

28%

Profit

44%

49%

28%

9%

1%

44%

30%

12%

1%

MERCUR|

international

50%

27%

16%

1%

Sales

B Much worse B Worse ™ ldentical

Growth

Better M Much better

Sales professionalism
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Avg: 3.84

Characterization of products & business

100

92
90
80
70 65
60 B [ ow need for explanation)
m?2
50 m3
40 4
H High need for explanation
30
20
10 5
o ]
Low need for explanation) 2 3 4 High need for explanation
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Characterization of products & business

90

80
80
70
60
50
40
30

20

10 7

. ]

Few customer meetings 2 3 4 Many customer meetings
until the purchase (n=7) until the purchase
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Characterization of products & business

100
90
80
70
60

49

50

40

30

20

9

, 1l

Small transaction sizes 2 3 4 Large transaction sizes
(under EUR1.000) (over EUR 500.000)
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Characterization of products & business

70 65
60
50
40
30

20

14

) -
0

Standardized products 2 3 4 Customized solutions
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MI Units

100%
90%
80%
70%
60%
50%
40%
30%
20%
10%

0%

31%

Sweden

14%

Finland

45%

France

3%

MERCURI

7%

I

Benelux

United Kingdom
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Every year Mercuri International empowers companies in over 50 countries
to achieve sales excellence. We serve our clients both locally and globally with
customized solutions and industry expertise. We grow profit through people,

providing the tools and processes to tackle any sales challenge.


https://www.facebook.com/MercuriInternationalGroup
http://www.mercuri.net/
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